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Introduction
Jaguar is a popular British car brand, part of Jaguar Land Rover Automotive PLC, which is subsidiary of the Indian automotive company Tata Motors Limited. The origins of Jaguar can be traced back to Swallow Sidecar Company which was founded by William Lyons and William Walmsley in 1922 and specialised in making motorcycle sidecars. The company moved to Coventry and produced their first model in 1934, and in 1945 the Jaguar brand was introduced. In 1968 Jaguar was merged with BMC (British Motor Corporation), which later became part of British Leyland. In 1984, after splitting from British Leyland, Jaguar became an independent company once again. In 1989 Jaguar was purchased by Ford. In 2000 Land Rover was also purchased by Ford and the two companies became closely linked with each other, sharing know-how, equipment and facilities. In 2008 they were brought by Indian automobile manufacturer Tata Motors. In 2013 Jaguar and Land Rover were finally merged in one company as part of Tata Group. This turned out to be a successful move and the sales and profit have risen every year since then (Jaguarlandrover, 2019). 
Jaguar Land Rover is one of the leading car manufacturers based in the UK nowadays. Jaguar assembled 449 304 cars in 2018 alone, which makes them the biggest car manufacturer producing around 30% of all cars manufactured in the UK, followed by Nissan and Mini (Statista, 2019). Jaguar accounted for 1.3% of the total car sales in the United Kingdom in January 2019, which makes the brand a market leader in this segment. Jaguar has seen some slight variations compared with the same month of the previous year, but those changes were insignificant. 
Despite the total number of cars manufactured has risen, Jaguar couldn`t materialise this in sales on the international markets. One of the main reasons for this is the Chinese market, where the sales continued to plummet. In 2018 China experienced its first decline in car sales in 20 years because of economic slowdown and the trade wars with the United States. Another reason is the environmental and emissions issues with diesel cars, which represent a massive part of Jaguar sales.  The government regulations regarding the use of diesel fuel are getting harder and harder worldwide, because they emit more small particles in the air than their petrol equivalents. This is not the case with Jaguar, because since 2006 their diesel cars have been fitted with filters and their pollutant emissions are similar to those of petrol engines. However, their carbon footprint is much greater compared to hybrid and electric cars (Jaguarlandrover, 2019). 
Jaguar`s biggest competitor in terms of market segmentation in the United Kingdom is Aston Martin. They had proved themselves as one of the leading manufacturers of luxury cars in Britain. Their market share is quite low compared to Jaguar`s (Autocar, 2018), but they still represent serious competition to the Indian-owned company. 

Marketing strategies
“Strategy outlines the master plan of action aimed at achieving the company goal. Marketing strategy involves two key decisions: identifying the target market and developing the offerings value proposition” (Chernev,2012).
Jaguar is using behavioural and psychographic factors in order to segment their luxury range of cars. They target clients from upper middle class and above like senior managers and businessman. They use different leading strategies to attract selected group of customers and different strategies for promotions. The keys to Jaguar`s success are positive image and strong, recognisable brand. They are trying to attract relatively young clients with love for driving. Jaguar is not just a vehicle to transport someone from one point to another, it`s about the experience and trill of driving. They are using intangible strategies to convince the public about their values and passion for over-performance, design, and advanced technologies. 
The company has situated their manufacturing and assembling facilities strategically around the globe in order to achieve steady growth on international sales and recognition, especially in Asia. Currently Jaguar has factories in the United Kingdom, China, India and Brazil. 
They also have strong network of dealerships, which makes it easier for their potential clients to purchase a car or service. Also, they have their own worldwide logistic network which helps with the transport of their cars, parts and equipment from manufacturing facilities to the shops and showrooms. Currently, they have more than 2700 dealerships, some of which are exclusive to Jaguar and Land Rover brands only. 
Another privilege Jaguar possess is the strong and stable parent company. As mentioned in the introduction, in 2008 Jaguar Land Rover was brought by the Indian conglomerate Tata Motors from Ford Motor Co. Jaguar`s sales are increasing year after year since the acquisition.  Tata Motors is financially strong company and is helping its subsidiaries when they are in struggle or just need finance for new investments. 
Jaguar is well known brand in the car industry, and they have won a lot of rewards with their models, the most recent one with Jaguar XE sport salon, which won Best Executive Car award in Car of the Year awards in 2016. Jaguar is an iconic brand which emphasises on their heritage, performance and long-lasting relationships.  (Bhasin 2017). 
The luxury car market has always been highly competitive and the leading brands in this segment like Mercedes, BMW and Audi have always been trying to strengthen their positions. Despite the economic slowdown in China Jaguar are trying their best to perform better and better on emerging markets, highlighting the elegant design, advanced technologies and attention to customers. The demand for luxury cars on emerging markets like China, India and Brazil is the driving force behind Jaguar`s decision to design new and advanced models. However, there are some setbacks, like the ever-increasing cost of labour, and external changes like changes in government policies and regulations, environmental and climate changes, changes in lifestyle and way of life in other markets like North America and Western Europe.

Managing and evaluating customer journey
Jaguar`s clients can be best described as wealthy groups of the upper and upper-middle class, who want to show their status in the society. They have passion to live their life in a different than normal person`s way. Normally these people are middle aged (35-50 years old) and in the middle of their careers. 
The customer interactions with the brand are often called touch points.  The customer journey can be described as the process starting with the first time a client “touches” a company`s brand, product or service, followed by becoming aware of their needs, search for additional information, comparison with other brands, products or services, making the purchase, followed by feedback and recommendations. The new technologies are giving customers the freedom of using multiple different channels on every step of the customer journey. 
Jaguar has got strong online presence. The numbers speak for themselves, there aren`t so many car manufacturers with such huge fan base. Jaguar`s official Facebook page has 18.1 million followers, but they are creating new posts just few times a month and there aren’t many engagements. Their posts are hardly reaching 1000 likes and 100 comments and this is the case with their popular posts (Facebook, 2019). 
Jaguar has 9.3 million followers on Instagram. Here they are uploading photos of their models once a day and the engagement is way better compared to Facebook – the posts are averaging 100 000 likes and about 200 comments (Instagram, 2019). 
They also have 1.1 million followers on Twitter, tweeting photos, interesting facts and quizzes regarding the company. These tweets get about 500 likes and only few comments, meaning more effort must be done for engaging with their fans (Twitter, 2019). 
Jaguar`s You Tube channel has almost 190 000 subscribers. They upload new videos once or twice a week. The videos feature their models, test drives, news and events about the company. The videos with the most views are the adds with Jaguar`s first all-electric I-PACE (YouTube, 2019). 
Jaguar Land Rover has one corporate website, but the two brands have two different sites. Jaguar focuses on their new electric I-PACE model (which is also the most expensive from their seven models). On the website they offer a test drive and the opportunity for customers to build their own Jaguar with the car configurator module. Client can also purchase approved used cars and a separate online gift shop which offers a wide range of men, women and kids garments, model cars, vehicle accessories and huge collection of lifestyle gifts. Probably the biggest disadvantage for the customers is the lack of a “buy button”.  The clients should find their nearest Jaguar retailer, check model availability, book a test drive if they haven`t before, and just after that make an enquiry. 

Conclusion
Jaguar should understand that despite their previous success and current stable revenue they should adopt to changes in a quicker way. They have relatively low market share and should focus even harder on their online presence. They should aim to improve the customer journey at every possible touchpoint. Most importantly, they should change the way customers perceive them – they are not brand for old people and should not look old-fashioned.  
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